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FIG. 6 — Exemplary Marketing Program Addition Screen
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FIG. 9 — Exemplary Message Creation Process



uaa.og eipapy Aiejdwaxg — L ‘O]

US 10,339,541 B2

P8)09I8Q MBIASIH

[]:Aznung []zino [nodnon  [Jioany  [JA:oaan 30w VIQIW HOVLLY

mo:|\

Sheet 9 of 35

usaloS uonden Aiejdwexg — oL ‘©J4

i R

9RO BWOVY| 3L

Jul. 2, 2019

LWOD 9811008 Wor L .dNH

T

Flsnivis 39vssan NETHN 3AnTON (Al NOILLAYDPINT v CQy

0001

U.S. Patent
.



US 10,339,541 B2

Sheet 10 of 35

Jul. 2, 2019

U.S. Patent

Usa4oS uoijosjeS weibo.id bunsyiely uoneupseq Atejdwoexg — gL ‘|4

IX8}0A3 - yinos swdy A
X8 1843 - yuoN swoy []

X8 | 847 - 1s9p) swoy [
9|qqgLIoS - alelodio) aslon swoy A
1X8 | 8A3 - 81R10dI07) 28)J0) swdy A

SANVHO0HA ONILIAGVYA NOILVYNILS3(] 103148




U.S. Patent Jul. 2, 2019 Sheet 11 of 35 US 10,339,541 B2

1300
1302 /-
RETRIEVE RULES FOR
1304

1306

MODIFY TEXT

No TEXT COMPATIBLE? No (AUTOMATICALLY OR
Yes MANUALLY) 1312
Yes
- 1310
MEDIA PRESENTY
1318
ves 1316
1314 - CREATE SEPARATE PAGE
. REMOVE MEDIA FROM FOR MEDIA MESSAGE AND
AEDIA ALLOWED? e}
NG - MESSAGE EMBED PAGE URL IN
FORMATTED MESSAGE
Yes
1320

ANOTHER MEDIA IN MESSAGE
DESTINATION?

No END

FIG. 13 — Exemplary Message Customization Flow
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FIG. 14 — Exemplary Insight Analysis Flow
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FIG. 15 — Exemplary Word List Screen
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FIG. 19A — Exemplary Process for Inserting
Application Media into Message
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Application Media into Message
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FIG. 31 — Exemplary View of Consumer Analytics
Extracted by SRM
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PUBLISH MARKETING MESSAGE FILE (E.G,, 3201
METADATA DOCUMENT) FOR SPECIFIC

MARKETING MESSAGE, INCLUDING APPLICATION
MEDIA INFORMATION, TO RESPECTIVE SMS

AT SMS, RECEIVE REQUEST FROM SMS MEMBER |—3203
FOR INITIATION OF APPLICATION MEDIA

LOAD URL FOR APPLICATION MEDIA CONTAINER |,3205
FILE (E.G., SWF FILE) BASED ON MEMBER

REQUEST

RETRIEVE AND LOAD UNIQUE APPLICATION

CONFIGURATION FILE (E.G., XML FILE) BASED ON }|-—3207
INSTRUCTIONS FROM APPLICATION MEDIA
CONTAINER FILE

IDENTIFY APPLICATION MEDIA TYPE BASED ON
INFORMATION IN UNIQUE APPLICATION
CONFIGURATION FILE

RETRIEVE APPLICATION MODULE FILE (E.G., SWF |,—3211
FILE) FOR IDENTIFIED APPLICATION MEDIA TYPE

FIG. 32A — Exemplary Process for Displaying
Application Media to Social Media System Members
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APPLY UNIQUE APPLICATION CONFIGURATION 3213
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FIG. 32B — Exemplary Process for Displaying
Application Media to Social Media System Members
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SYSTEMS AND METHODS FOR CREATING
AND INSERTING APPLICATION MEDIA
CONTENT INTO SOCIAL MEDIA SYSTEM
DISPLAYS

CROSS-REFERENCE TO RELATED
APPLICATIONS

This application 1s a continuation-in-part application, and
claims the benefit of and prionity under 35 U.S.C. § 120 to
U.S. patent application Ser. No. 12/859,675 filed Aug. 19,
2010 and entitled “Systems and Methods for Managing
Marketing Programs on Multiple Social Media Systems”,

which 1 turn claimed the benefit of and priority under 35
U.S.C. § 119(e) to U.S. Provisional Patent Application No.

61/235,277 filed Aug. 19, 2009, and entitled “Social Rela-
tionship Manager System and Method.” In addition, the

present application also claims benefit under 35 U.S.C. §
119(e) of U.S. Provisional Patent Application No. 61/299,

855, filed Jan. 29, 2010, and entitled “Wall Apps™. All of the
above-referenced applications are hereby incorporated by
reference as 1f set forth herein 1n their entireties.

TECHNICAL FIELD

The present application relates generally to social media
systems, and more particularly to methods and systems that
support the practice of marketing on social media systems.

BACKGROUND

The populanty of social media websites or portals, such
as Facebook®, Twitter®, Linkedln®, MySpace®, Buzz®,
and others has increased markedly in recent years, compel-
ling marketers and advertisers to analyze the potential of
these channels for different types of marketing and adver-
tising. These portals not only provide a platform for indi-
vidual users to interact, but also present organizations,
groups, and commumnities with potential marketing tools,
such as Facebook® pages, or Twitter® handles relating to
theirr products or services, enabling marketers to interact
with followers, fans, employees, or consumers/members.
Marketers can post messages or advertisements on these
social media systems as a way to advertise outside of
traditional marketing channels. Members, 1 turn, can
respond by clicking on embedded URLs (uniform resource
locators), replying to the messages, starting posts based on
the messages, or performing other site-specific functions.
Further, marketers can embed an organization-specific or
campaign-specific URL (webpage address) within the mes-
sages, driving users and web traflic to a separate web site.

Even though viral marketing through these social media
systems can prove profitable for organizations in terms of
additional media coverage, increased click-through rates,
greater brand awareness, timely updates, etc., organizations
may face difliculties 1n maintaining and managing more than
one marketing campaign or program on an ongoing basis. As
referred to herein (and described 1n greater detail below), a
“marketing program” relates to an advertising theme, such
as a series ol advertisements or messages around a certain
time of year (e.g., fall, holiday, summer), certain dates (e.g.,
Halloween, Christmas, Mother’s Day), or certain themes
(e.g., back to school, the start of a sporting season). Further,
marketing programs may relate generally to a specific mar-
keter, product, or group of products oflered by a particular
marketer. For example, large corporations with hundreds of
different product lines and operations spread worldwide may
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create separate marketing programs on multiple social media
systems for each product line or locality, amounting to

thousands of marketing programs. For these corporations,
the task of updating and managing these marketing pro-
grams with new advertising content on a regular basis can
become colossal. Individually updating marketing programs
may require eflorts from a large number of people.

Further, most social networking systems set their own
message formats, rules, and instructions, and use their own
technology protocols. This makes i1t not only dithicult but a
practical impossibility for marketers to remember the rules
associated with the programs and to format the messages
accordingly. Specifically there currently exists no eflective,
streamlined way to insert application media 1nto messages
created for the purpose of marketing on social media sys-
tems. For example, because most social media systems have
strict protocols for uploading content on social media web-
sites, 1t 1s practically impossible to eflectively generate
complex and interactive application media content as well
isert such content into messages created for the purpose of
marketing on social media systems. As referred to herein,
“application media” generally refers to media content with
which a user (such as a member of a social media system)
may interact. Examples of application media include online
quizzes, polls, electronic games, and other media types 1n
which a user may view information relating to the applica-
tion media, provide information to or interact with the
media, and view subsequent or additional content in con-
nection with the media. For example, 1n the case of a poll,
a social media system member may view poll questions,
select a particular answer, and view poll results provided by
other members. Application media may generally be con-
trasted with conventional multimedia content, such as vid-
cos, audio files, static graphic 1images, and the like, because
such multimedia content does not enable rich interaction
between the content and an end user (member). It will be
understood and appreciated, however, that some forms of
multimedia that enable dynamic user interaction may also be
classified as application media.

Additionally, the fact that marketing data, metrics, and
other data are on multiple social media platforms makes
analysis cumbersome and diflicult. Particularly, marketers
may find 1t practically impossible to analyze the success or
acceptance ol a particular message, or to compare one
message or marketing program with another. Currently, no
existing service ellectively assists marketers and advertisers
in managing the marketing programs spread over multiple
social media systems.

Therefore, a long-felt but unresolved need exists for a
system or method that manages multiple marketing pro-
grams on multiple social networking systems. There remains
a fTurther need for a system or method that 1s simple to
implement, does not require extensive data analysis, and can
be easily configured according to the marketer’s or user’s
preferences to manage any number of marketing programs.
There exists yet a further need for a system that enables
creation and delivery of messages created for the purpose of
marketing on social media systems, wherein the message
includes application media or multimedia content.

BRIEF SUMMARY

Briefly described, and according to one embodiment, the
present disclosure describes a computer-implemented
method for managing one or more marketing programs
present on multiple social networking systems. Initially, the
method develops a message for at least one marketing
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program. The message may comprise a text string, multi-
media message, or custom file (such as a .swi {file that waill
render on more than one social media platform). Next,
delivery of the developed message to the destination mar-
keting programs 1s scheduled. The method further custom-
1zes the message format according to the corresponding
social networking systems, before publishing the custom-
1zed message on the marketing programs at the scheduled
time.

Another embodiment of the present disclosure presents a
system for managing one or more marketing programs on
multiple social media systems. The system includes a user
interface that allows one or more developers to develop
messages for at least one destination marketing program,
and displays system outputs. A scheduler plans message
delivery to the destination marketing programs, and a for-
matter customizes the message format according to the
corresponding social media system. The system further
includes a publisher for publishing the message on the
marketing program at the scheduled time and a database for
storing marketing programs, messages published on the
marketing programs, message delivery schedules, and mes-
sage formats acceptable 1n different social media systems.

Certain embodiments of the disclosure may offer signifi-
cant technical advantages. For example, certain embodi-
ments may allow marketers or advertisers to maximize
click-through rates on the marketing programs by generating
interactive and visually stimulating messages from a single
plattorm. According to one exemplary embodiment, the
present disclosure allows marketers or advertisers to engage
consumers on the consumers’ profile webpage 1n a social
media system, without requiring the consumers to leave that
page, thus generating maximum involvement which, in turn,
can lead to a better experience for both a consumer (mem-
ber) as well as a marketer.

Further, other embodiments of the system permit simul-
taneous or scheduled delivery of one message to multiple
marketing programs on one social media system or multiple
marketing programs on multiple social media systems. Fur-
ther, other embodiments of the system may analyze insights
from different marketing programs to determine the quality
ol messages, success of posts, and potential improvements
in message content to maximize responses, 1 addition to
collecting statistics related to consumer behavior.

These and other aspects, features, and benefits of the
claimed 1invention(s) will become apparent from the follow-
ing detailled written description of the preferred embodi-
ments and aspects taken 1 conjunction with the following
drawings, although variations and modifications thereto may

be eflected without departing from the spirit and scope of the
disclosure.

BRIEF DESCRIPTION OF THE DRAWINGS

The accompanying drawings illustrate one or more
embodiments and/or aspects of the disclosure and, together
with the written description, serve to explain the principles
of the disclosure. Wherever possible, the same reference
numbers are used throughout the drawings to refer to the
same or like elements of an embodiment. The drawings are
illustrative in nature and are not necessarily drawn to scale.

FIG. 1 1s a block diagram illustrating an exemplary
environment where embodiments of the present mmvention
are 1mplemented.

FI1G. 2 1s a block diagram illustrating an exemplary social
relationship manager.
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FIG. 3 1llustrates an exemplary marketing program infor-
mation database schema.

FIG. 4 15 a flowchart illustrating an exemplary method for
managing marketing programs on multiple social media
systems.

FIG. § illustrates an exemplary login screen.

FIG. 6 illustrates an exemplary marketing program addi-
tion screen.

FIG. 7 illustrates an exemplary message creation screen-
shot.

FIG. 8 illustrates an exemplary message scheduler screen.

FIG. 9 15 a flowchart illustrating an exemplary method for
creating a message.

FIG. 10 1llustrates an exemplary URL caption screen.

FIG. 11 1llustrates an exemplary media selection screen.

FIG. 12 illustrates an exemplary destination marketing
program selection screen.

FIG. 13 1s a flowchart illustrating an exemplary method
for customizing messages according to a destination social
media system.

FIG. 14 1s a flowchart illustrating an exemplary method
for analyzing insights corresponding to published messages.

FIG. 15 illustrates an exemplary word list screen.

FIG. 16 illustrates an exemplary moderation screen.

FIG. 17 illustrates an exemplary moderated message
screen.

FIG. 18 1llustrates an exemplary SRM home page screen.

FIG. 19 consisting of FIG. 19A, and FIG. 19B show a
flowchart 1llustrating a process for inserting application
media into a message created for the purpose of marketing
on social media systems, in accordance with alternative
exemplary aspects of the disclosure.

FIG. 20 shows a sequence diagram 1llustrating computer-
implemented method steps involving various components of
the overall system and their interactions with each other, in
accordance with alternative exemplary aspects of the dis-
closure.

FIG. 21 consisting of FIG. 21 A and FIG. 21B 1llustrate an
exemplary marketing program summary and analysis
screen, 1n accordance with alternative exemplary aspects of
the disclosure.

FIG. 22 illustrates an exemplary media selection screen
for inserting a video 1to a message created for the purpose
of marketing on social media systems, 1n accordance with
alternative exemplary aspects of the disclosure.

FIG. 23 illustrates an exemplary screen for inserting a
coupon 1nto a message created for the purpose of marketing
on social media systems, in accordance with alternative
exemplary aspects of the disclosure.

FIG. 24 illustrates an exemplary screen for inserting a
pre-stored marketing poll into a message created for the
purpose of marketing on social media systems, 1 accor-
dance with alternative exemplary aspects of the disclosure.

FIG. 25 consisting of FIG. 25A, FIG. 25B and FIG. 25C
illustrates an exemplary screen for the creation of a custom
marketing poll and 1ts 1nsertion into a message created for
the purpose of marketing on social media systems, in
accordance with alternative exemplary aspects of the dis-
closure.

FIG. 26 illustrates an exemplary social media profile
screen of a consumer who views a marketer’s message
containing a marketing poll, in accordance with alternative
exemplary aspects of the disclosure.

FIG. 27 illustrates an exemplary social media profile
screen ol a consumer who responds to a marketing poll, 1n
accordance with alternative exemplary aspects of the dis-
closure.
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FIG. 28 illustrates an exemplary social media profile
screen ol a consumer who collects a coupon from a message
created by a marketer, in accordance with alternative exem-
plary aspects of the disclosure.

FIG. 29 illustrates an exemplary social media profile
screen of a consumer with a video attached to a message
created by the marketer, in accordance with alternative
exemplary aspects of the disclosure.

FIG. 30 illustrates an exemplary SRM analysis screen,
contaiming analytics of consumers’ actions, 1 accordance
with alternative exemplary aspects of the disclosure.

FIG. 31 illustrates an exemplary view of consumer ana-
lytics extracted from consumers’ interactions with a mar-
keter’s message, 1n accordance with alternative exemplary
aspects of the disclosure.

FIG. 32 consisting of FIG. 32A and FIG. 32B illustrates
an exemplary process for displaying application media to
consumers or members on a social media system who are
enabled to receive marketing messages from a marketer.

DETAILED DESCRIPTION

For promoting an understanding of the principles of the
present disclosure, reference will now be made to the
embodiments 1llustrated in the drawings and specific lan-
guage will be used to describe the same. It will, nevertheless,
be understood that no limitation of the scope of the disclo-
sure 1s thereby intended; any alterations and further modi-
fications of the described or illustrated embodiments, and
any further applications of the principles of the disclosure as
illustrated therein are contemplated as would normally occur
to one skilled in the art to which the disclosure relates.
Limitations of scope should be determined 1n accordance
with and as expressed 1n the claims.

Overview

Embodiments of the present disclosure generally relate to
aspects of an electronic (e.g., Internet-accessible) system
such as a social relationship management system (“SRM”
system or “SRMS” or “social relationship manager system”
or “manager”’) that allows marketers to manage their social
media presence by assisting the marketers or advertisers to
create, manage, and distribute messages or advertisements
associated with one or more marketing programs present on
multiple social media systems etliciently from a single user
interface. As mentioned previously, a “marketing program”™
corresponds to a series or grouping ol advertisements or
messages relating to a particular marketer, product, locality
in which a product 1s oflered, etc. Ads or messages associ-
ated with a given marketing program may span across many
different social media systems, or be directed only to one
such system. For example, a large corporation like Sony®,
producing hundreds of different products, may develop
separate Facebook® pages for each product. Moreover,
marketing managers/developers may create diflerent Face-
book® corporate pages for each country in which Sony®
operates. Similarly, Sony® may have multiple such Buzz®
and Twitter® handles. When one considers combinations
and permutations of products, locations, and social media,
the result can literally be tens of thousands of messages and
posts. Managing these messages or posts on a daily basis
presents a gargantuan task. The social relationship manager
disclosed here simplifies this task by acting as a conduit to
enable marketers to iteract either directly or indirectly with
the marketers’ social media systems. Specifically, content
developers associated with the marketers can create multiple
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messages, schedule message delivery, and publish these
messages either immediately, or at scheduled times on the

social media systems of their associated marketer.

Each social media system has particular standards, rules,
and messaging policies, which must be met to operate on
that system. For example, some systems may impose a
character limit on message text, while other systems may not
allow multimedia messages. As used herein, the term “mes-
sages” refers to postings, advertisements, or other content
published on a social media system. To ensure message
compliance with the social media system, an embodiment of
the social relationship manager customizes messages for
cach destination system according to predefined rules. If a
destination system does not allow multimedia messages, for
example, the manager may not allow a developer to attach
media. Alternatively, the manager may simply remove an
embedded 1mage or video from a multimedia message
betore publishing it on the social media system. In order to
make formatting decisions, the manager maintains a list of
standards and rules pertaiming to the social media systems,
and compares the message to these standards before pub-
lishing the messages. The standards may be updated peri-
odically, if required.

Alternatively, for example, if a certain social media
system does not support multimedia messages, the manager
may create a separate page with the complete message, and
post a text message on the social media system with a link
to the complete page. Any user may subsequently select the
embedded URL to view the complete multimedia message.
In this way, embodiments of the manager allow marketers to
build multimedia messages for social media platforms that
do not support these messages.

In another embodiment, a marketer has the ability to post
complete messages containing application media or multi-
media content on the social media system profile page of
consumers who are subscribers to a specific group or chan-
nel. As referred to herein, a group or channel i1s a social
media page or account that includes members having related
interests. For example, a group or channel could be a social
media page or account of a local music band, or a retailer
selling electronics merchandise. This will allow consumers
or members to participate in marketing campaigns without
requiring consumers to leave their profile page. The mar-
keter can create a variety of marketing campaigns involving
one or a combination of text, polls, banner ads, coupons,
videos, or other application media or multimedia content in
order to engage consumers. Friends of the consumer who
may not already be subscribers of that group or channel can
view and appreciate such messages and also the responses of
the consumer. In many circumstances, viewing such inter-
active content evokes interests of the consumer’s friends
leading them to subscribe to such a group or channel, which
in turn, generate additional future consumers for the mar-
keter.

Exemplary Environment

FIG. 1 illustrates an exemplary environment 100 where
embodiments of a social relationship manager may operate.
The environment 100 1includes a social relationship manager
(SRM) 101 including a managing module 102 coupled with
a database, such as a marketing program information data-
base 104. Clients 106 represented here by individual clients
106-A, 106-B, and 106-C, may access the SRM 101 through
a network 108, such as the Internet to publish messages on
the social media systems 110. As referred to herein, a
“client” represents a marketer, such as a large company or
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organization, that wishes to utilize the SRM to manage
content on 1ts social media systems (SMS). The clients 106
interact with the SRM 101 using one or more computing
devices 112 (such as cell phones, PDAs, desktops, laptops,
tablets, and notebooks). Developers 114, present on the
computing devices 112, can develop messages for one or
more marketing programs. As referred to herein, a “devel-
oper” represents an individual associated with a client that
has access privileges to create advertising content or post to
the client’s social media system accounts. An example of a
developer 1s an employee of the client within the client’s
marketing department. Moreover, multiple developers 114
may develop messages simultaneously for the same market-
ing program or for different programs.

FIG. 1 1llustrates one developer 114-A associated with
client 106-A, three developers 114-B associated with client
106-B, and two developers 114-C associated with client
106-C. It will be understood that different number of devel-
opers 114 are depicted 1n this figure merely to indicate that
the SRM 101 may support one or more developers 114 for
a single marketing program or client 106. Moreover, 1t will
be understood that 1n actual situations the number of devel-
opers 114 (e.g., hundreds of developers) associated with a
particular client 106 may vary considerably from time to
time depending on a number of factors such as orgamization
strength, number of active marketing programs, publishing
patterns, and other such factors.

The SRM 101 may be connected to social media systems
110 through the network 108. Moreover, members of the
social media systems (such as users 116) can access their
respective system 110 through the network 108. As referred
to herein, a “member” of a social media system 1s an end
user of the system. Thus, the messages and content created
by clients and developers will be generally targeted to social
media system members.

As shown 1 FIG. 1, each social media system 110
includes an application programming interface (“API”) 122
that enables embodiments of the present SRM system to
interact seamlessly with the social media system. As 1s
understood 1n the art, an API 1s an interface that enables the
soltware systems of the social media systems to interact with
the software systems of the SRM system. In this way,
developers of clients can interact with the SRM system to
create advertising content, messages, etc., schedule message
delivery amongst many social media systems, and perform
other functions without ever directly accessing a social
media system. This enables more efhicient and centralized
management of a plurality of messages across many social
media systems. This also enables various contributors with
different access levels to coordinate and contribute content
to a marketing program based on predetermined settings and
rules not necessarily available directly through the social
media systems’ conventional interface.

In a conventional situation, developers 114 access the
social media systems 110 and publish messages/posts rel-
evant to marketing programs on the social media systems. A
message may typically include content, such as text, images,
video, and the like. Users 116, may reply to the messages,
post comments, send messages back to the developer, share
messages with other users, etc. The overall purpose of the
posts and corresponding user interaction 1s to create user
interest 1n the marketer’s goods or services—similar to
traditional advertising. Embodiments of the present system,
however, obviate the need for marketers or developers to
access marketing programs individually to publish mes-
sages. Again, a client 1s able to manage many different
marketing programs, messages associated with those pro-
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grams, etc., across many different social media systems, or
different pages/handles within those systems, all from one

convenient user portal. Developers 114 gain access to the
SRM 101 through which they can post multiple messages to
multiple programs or multiple social media systems 110 at
scheduled times or simultaneously. This feature will be
illustrated with an example 1n the following sections.

Developers 114-C for Acme Coftlee, a fictitious example
company, create one or more marketing programs with one
or more corresponding social media pages 118 on the social
media systems 110. One social media system, such as
system 110-A might carry Acme Collee’s corporate market-
ing program and two regional marketing programs. Simi-
larly, another corporate marketing program may be active on
social media system 110-B. Acme Colflee may want to
publish a multimedia message relating to 1ts marketing
programs 118 on its corresponding social media system
accounts. To do so, the developers 114-C log into the SRM
101 and follow an interactive user interface to create a
multimedia message, such as message 120-A. The SRM 101
prompts the developers 114 to either schedule message
delivery or publish immediately. The developers 114 may
decide to immediately publish on system 110-A, and sched-
ule delivery to the marketing program 118 on system 110-C
alter two hours (or two days, or three months, etc.). Aspects
of the scheduling component of the present system are
discussed 1n greater detail below.

The SRM 101, before delivery, formats the message
120-A according to the destination social media system. For
example, the example system shown 1n FIG. 1 1s utilized to
create two formatted message copies—one message 120-B
compliant with system 110-A and another message 120-C
compliant with system 110-B. Subsequently, the SRM 101
saves the formatted messages and delivers message 120-B
associated with its respective marketing program(s) on the
system 110-A immediately and message 120-C to the system
110-B after the stipulated time. The SRM 101 may notily
developers 114 whenever the message 120 1s published, or
at some time prior to publishing. Moreover, whenever users
116 access the social media system 110, they may be
informed of Acme Coflee’s publication and can respond to
the message, view special offers or coupons, access Acme
Collee’s separate corporate web site via a URL, view related
multimedia content, etc. The SRM 101 tracks these
responses for analysis. These and other features of the SRM

101 will be described 1n detail with reterence to FIGS. 2-10.

Exemplary System

FIG. 2 illustrates an exemplary architecture for an
embodiment of the SRM system 101 for managing one or
more marketing programs 118 present on multiple social
media systems 110 according to embodiments of the present
disclosure. As shown, the SRM 101 includes the managing
module 102, the marketing program information database
104, and a user mterface 201, connected through the Internet
108 to an iput module 202 for accepting inputs and
displaying system outputs (such as analytics relating to the
success of one or more marketing programs and/or indi-
vidual marketing messages). The managing module 102
turther includes a scheduler 204 for scheduling delivery of
messages 120, a formatter 206 for customizing message
format according to the destination social media system 110,
and a publisher 208 for publishing the message on the
destination marketing programs 118 at the scheduled time.
The managing module 102 may further include a controller
210 that allows collaboration between multiple developers
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114, and a moderator 212 to maintain the quality standard of
published messages and responses to the published mes-
sages. For example, the moderator 212 may scan messages
for defamatory or abusive language, names of a particular
client’s (marketer’s) competitors, or embedded URLs, and 1t
then flags any problematic messages, or removes them, or
otherwise addresses them as dictated by a system user. The
managing module 102 further includes an importer 214 for
monitoring and importing message responses from the mar-
keting programs 118 in real time. The importer 214 stores
the mmported responses in the database 104 for further
analysis. Apart from these modules, the managing module
102 may include numerous other modules and databases,
which will be described 1n detail in the following sections.
User Interface and Input Module

The user intertace 201 accepts input commands from
developers 114, and notifies the developers of system func-
tions related to the input commands. The interface 201
accepts instructions from developers 114 and forwards the
instructions to the input module 202 that further utilizes this
information. The user instructions may include prompts to
login to the system, or other system management instruc-
tions, as desired.

Scheduler

The scheduler 204 allows developers 114 to schedule
message posts or distribute marketing content with short-
term or long term marketing programs. By way of example,
the scheduler 204 may allow developers 114 to create
multiple messages on a single day and schedule message
delivery at precise times in the future. In this way, devel-
opers 114 can plan strategies and schedule messages for an
entire week, month, or year, etc. in advance. The scheduler
204 operates 1 conjunction with the publisher 208. The
developers 114 schedule message delivery, and the sched-
uler 204 structs the publisher 208 to publish the message
content to the destination marketing programs 118 at the
scheduled time.

The scheduler 204 granularity may be configured as
desired. For instance, 1n some cases, the scheduler 204 may
allow developers 114 to select the delivery date; 1n other
cases, the scheduler 204 may allow developers 114 to select
both date and time. Further, time selection granularity may
also vary. For example, the scheduler 204 may allow time
selection from one-hour intervals, half-hour intervals,
1 5-minute intervals, or some other predetermined arbitrary
time 1nterval.

Additionally, the scheduler 204 may repeatedly publish
the same message over time. Acme collee, for instance, may
distribute free coflee coupons on the first day of every
month. Instead of creating a new coupon every month, a
standard coupon may be created once, and scheduled for
delivery on the first of every month. Alternatively, Acme
Coflee may decide to give away 100 free collees. In this
case, a Iree collee coupon may be published every day or
every week, until 100 users 116 (1.e., members) respond to
the coupon.

Formatter

The formatter 206 ensures that messages adhere to the
rules and policies of the destination social media system 110
regarding font size, text type, maximum number of charac-
ters allowed, whether multimedia 1s allowed, and other
similar details. Rather than requiring developers 114 to
remember such rules, the formatter 206 may allow devel-
opers 114 to create a desired message and later check the
message for compatibility with the destination media sys-
tems. The formatter 206 may subsequently prompt the
developer 114 to modily the text according to the rules,
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automatically modily the text to comply with the rules, or 1t
may automatically ensure corrections, as determined by the
system.

Alternatively, the formatter 206 may simply not allow
developers 114 to create messages that do not comply with
destination system rules. If the character length of certain
media system 110 1s set to 250 characters, for instance, the
formatter 206 may prevent the developer 114 from entering
text beyond 250 characters. Similarly, 11 a certain media
system 110 does not allow multimedia messages, instead of
permitting the developer 114 to attach media and subse-
quently informing the developer 114 of the media rules, the
formatter 206 may not permit the developer 114 to attach
media 1n the first place, by either hiding or deactivating that
option. In one embodiment, 1 one general message 1is
created for distribution to many different social media
systems (each with varying format requirements), then the
SRM system may format the message according to each
system’s requirements, and then prompt the contributor to
change or modily the message for each social media system
in which the message may be noncompliant.

In addition to rules and requirements mandated by each
different social media system, developers 114 or clients may
configure rules and thresholds for the different social media
systems 110 with which all of the associated developers
must comply. The formatter 206 may subsequently assess
the messages according to the rules and raise flags, prompt
the developer 114 to modily the message, automatically
modily the message, or restrict the developers 114 from
creating a message that would violate the configured rules.

Further, the formatter 206 may convert any URL that 1s
embedded 1nto a message into a shorter URL. URLs may be
shortened for various reasons. For example, for social media
systems that impose character limits, adding very long URL
links could potentially exhaust valuable message characters.
Those skilled 1n the art will understand that users are more
likely to click-through shorter links than longer ones. For
these and other reasons, the social relationship manager
shortens URLs to a particular format, which redirects the
user to the actual URL using a ‘Meta Refresh’ technology.
One advantage of using Meta Refresh to redirect the user to
the desired URL 1s that the user first lands on the link created
by the social relationship manager before being redirected to
the actual URL. This mitial landing allows the social rela-
tionship manager to track the number of click-throughs to a
site even though the destination URL 1s not associated with
the social relationship manager. Through this tracking, the
social relationship manager can gain valuable insights about
user behavior, message success, and so on.

According to one embodiment of the present system, the
formatter 206 saves the original URL and the shortened
URL 1n a lookup table in the database 104. When a user
clicks on the shortened link, the user lands on the short link,
and after either a short interval or no interval, the user 1s
redirected to the actual URL.

In yet a further embodiment (and as described 1n greater
detail below), the formatter enables conversion of applica-
tion media or multimedia content into a format acceptable
by a social media system. For example, 11 a given marketer
wishes to post an audiovisual file into personal profile pages
(e.g. Facebook® “Walls”) of members on a social media
system, then the formatter 206 conducts a computer-imple-
mented process to enable such posting. Again, further details
are provided below.

Publisher

The publisher 208 receives instructions from the sched-

uler 204 or directly from the formatter 206 to publish the
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message associated with its selected destination marketing,
programs 118 on the corresponding social media systems.
As will be understood and appreciated, a message need not
necessarily be associated with an overarching marketing
program—messages may be separately contained for
smaller, “one ofl” type advertisements. For scheduled mes-
sages, message details are stored 1n the database 104. The
publisher 208 retrieves the message along with message
details such as an associated marketing program, destination
social media system(s), and scheduled delivery time from
the database 104 before publishing the message. Moreover,
if for any reason, the publisher 208 1s unable to publish the
message to a particular program, the publisher 208 may
generate and circulate an error report to a client and/or 1ts
developers. Further, the publisher 208 may be configured to
retry publication for a predefined number of times at pre-
defined intervals. The publisher 208 may also be configured
to deliver publication notifications to the developer’s (or
client’s) email address, cell phone, or some other delivery
mechanism, either before or after publication of the mes-
sage. It will be understood that other notification techmques
are contemplated and within the scope of the present dis-
closure.

Controller

The controller 210 1s utilized to set up collaboration
accounts, permitting multiple developers 114 (such as entire
marketing team) to collaborate, share, and work together on
marketing strategies, campaigns, or even individual mes-
sages. For example, 1n one embodiment, a lead developer
associated with a client will control the overall operations of
that client’s marketing programs, and will correspondingly
control access rights and other functions relating to the
client’s SRM system account. In this circumstance, the lead
developer acts as the “client” (e.g., the company) to make
decisions regarding the client’s marketing efiorts on various
social media systems. The lead developer with an existing
account on the social manager may 1nvite multiple devel-
opers 114 to join the team. Upon approval and acceptance of
the 1vitation, new developers 114 may fully participate in
development activities. The inviting developer 114 may set
access rights for the invited developers 114. For instance, the
controller 210 may allow developers 114 to only create;
create and edit; or create, edit, and publish, depending on
their access rights.

Using the controller 210, team members may set remind-
ers to complete tasks, create marketing calendars, set alerts,
edit each other’s work, work together on certain messages,
or configure notifications for message publication.
Moderator

Because messages are published on social media plat-
forms that are accessible by the general public (1.e., mem-
bers of those systems), developers 114 cannot always con-
trol the content of responses to a message or ancillary
comments/posts on the client’s social media sites. Thus, 1t
may be important to screen user responses to filter out
undesirable language or content. To accomplish that result,
the managing module 102 includes a moderator 212, which
screens responses to published message and filters content.
For example, the moderator 212 may filter abusive words,
competitor names, racist language, sexist terms, links,
images, videos, audio and any other content deemed unde-
sirable. The moderator 212 performs this function by com-
paring each response with a database 104 of prohibited
words, specially-identified content items, etc., which are
updated at regular intervals. The parsing techmiques are
known to the art and may be used 11 desired. If the moderator
212 i1dentifies any message with a prohibited word, the
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moderator 212 may flag the message and notify the devel-
oper 114 for action. Alternatively, the moderator 212 may
automatically remove the message from the marketing pro-
gram 118 and send a notification to the developer 114. The
developer 114 may consequently decide whether the mes-
sage should be permanently deleted or reinstated. The fil-
tered content may include URLs on a “no-show” list, where
users placed on a “banned” list of persons identified as
posting undesirable content.

In addition to harmiul content, the moderator 212 may
also scan messages for good content, such as praise of client
products, interest i specific products, or service apprecia-
tion. These messages may also be flagged. Developers may
utilize this information to distribute incentives, or loyalty
coupons to such users 116. Moreover, these messages may
also be utilized to improve product lines, etc.

Importer

The importer 214 extracts information from member/user
responses to the messages associated with marketing pro-
grams 118 on the social media systems to perform various
analytic functions, generate metrics, and provide reports.
Obviously, such members have to subscribe to a specific
group or channel to recetve such messages. As recited
previously, a group or channel 1s a social media page or
account that includes members having related interests. In
one embodiment, the importer 214 monitors the marketing
pages and extracts any responses to a published message. In
another embodiment, in which messages (including those
containing 1interactive multimedia content) are published
directly on members’ social media system accounts or
profile pages (e.g., Facebook® “Walls™), the present system
cnables data collection from those members via the pub-
lished content. For example, 11 an interactive poll 1s posted
on a member’s profile page (e.g., “Wall”), the member’s
response may be automatically directed back to the SRM for
review by the marketer. Further, the marketer can request
(and receive) member-specific information such as the mem-
ber’s email address, contact information, buying prefer-
ences, and the like. In yet another embodiment, the overall
goal of the member responses and corresponding analytics 1s
to determine the relative success ol various marketing
programs and messages, and i1dentify helptul information
regarding marketing of the client’s products.

The importer 214 may also maintain a tracker for count-
ing usetul numbers, such as the number of message replies,
plays, and the like. This information can serve as nputs to
vartous analytical programs known to those in the art.
Further, the actual messages may also be extracted and
stored 1n the database 104 for analysis. Users 116 may
present recommendations, suggestions, or interests, and that
input will be usetul for generating future marketing strate-
gies. Reports, such as interactive charts, and graphs, can be
generated on a planned or ad hoc basis.

Moreover, the importer 214 extracts performance infor-
mation from the marketing programs 118 as a whole or
overall, such as the number or fans or followers, as well as
new requests and program activity. Based on this informa-
tion, developers 114 may set alerts for event notification,
such as a sudden change in the fan base.

Database Schema

The database 104 stores information about clients, their
marketing programs 118 and the associated information,
such as published and unpublished messages, and the pro-
gram metadata, such as the identity of developers 114 and
the like. The database also stores message detail informa-
tion, contributor information, marketing program metrics,
and other similar types of information. The database 104
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may be refreshed 1n real-time by the other modules and stale
data may be purged as desired. FIG. 3 illustrates an exem-
plary database schema 300, which may store data i a
relational fashion. A typical relational database includes
multiple data tables that include pertinent information, each
table to which other tables can link. FIG. 3 illustrates some
exemplary tables that may be present in the database 104. It
will be understood, however, that the number of tables, as
well as the data fields and the relations among them may
vary depending on the particular embodiment.

The schema 300 includes a master client table 302, which
catalogues the active clients 106. This table typically
includes unique client IDs, and other usetul client details. It
will be appreciated that other fields may also be contem-
plated, within the scope of the present disclosure.

The client table 302 may be associated with one or more
marketing program tables, such as marketing program table
304. The database 104 may maintain separate marketing
program tables 304 for the clients, or 1t may store marketing,
program details 1n one large table. Here, the schema 300
illustrates a larger table caching details of active marketing
programs 118. Some exemplary data fields in this table
include unique program IDs, program name, associated
social media system, date of activation, date last updated,
number of active followers, fan, or members, program
description, etc. This table 304 1n turn may be associated
with a number of message tables 306. The database may
maintain separate message tables 306 for each marketing
program 118, or may store messages pertaining to a client in
one single table. This table 306 stores information relating to
individual messages, such as unique message 1Ds, message
titles, message description, message type, creation date and
time, publication date and time, targeted geographical
region, embedded URL, author, message content, type of
message content, associated converted content etc. Other
data fields may also be contemplated, such as count of
responses, likes, comments, shares, and plays, flags;
response messages; or number of revisions.

In addition to these tables, the database 104 may include
other tables and data fields that the managing module 102
may utilize in certain embodiments. The database 104, for
instance, may include a table, such as format table 308 that
stores information about diflerent formatting standard rules
and policies adopted by the active social media system 110.
Exemplary fields of this table may be social media system
ID, social media system name, required format, best prac-
tices, etc. The database may incorporate another table that
maintains information about the active developers for the
marketing programs 118. Typical fields in this table (table
310) may be user ID, first name, last name, username,
password, email address, phone numbers, social media
profiles, access permissions, and other such developer
related fields. Further, the database may include a table that
stores analytics and information relating to social media
system member interaction with messages and marketing
programs such as number of responses to a message, number
of likes, shares, click-throughs to linked pages, etc. As will
be understood and appreciated, some “responses” {0 mes-
sages will include social media-specific responses, such as
the “like” or “share” option oflered by Facebook®. A few
exemplary fields are illustrated 1n table 312 1n FIG. 3.

It will be understood that the database 104 may maintain
numerous other tables not illustrated here. For example, a
table that stores alerts, reminders, and triggers for a certain
marketing program or client may be present. Similarly, the
database 104 may maintain a table for shortened URLs and
their corresponding actual/longer URLs. As will be under-
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stood and appreciated, the specific tables and corresponding,
data 1items shown in FIG. 3 are presented for illustrative

purposes only, and other types of data as will occur to one
of ordinary skill in the art may be utilized according to
various embodiments of the present system.

The database 104 may be updated in real time or on an
intermittent basis. As will be further understood, the specific
database shown and described 1s intended to be illustrative
only and actual embodiments of the SRM 101 may include
various database structures, schemas, etc.

Exemplary Method(s)

The following sections describe exemplary methods for
carryving out one or more embodiments of the present
disclosure. The methodology described herein 1s generally
intended to describe various features and functionality of
various system components described previously. The order
in which the methods are described 1s not intended to be
construed as a limitation and any number of the described
method steps can be combined in any order to implement the
method, or an alternate method. Additionally, individual
steps may be deleted from the methods without departing
from the spirit and scope of the subject matter described
herein. Furthermore, the method can be implemented 1n any
suitable hardware, software, firmware, or combination
thereof.

FIG. 4 illustrates an exemplary method 400 for managing,
one or more marketing programs 118 on multiple social
media systems 110. The method begins at step 402 where a
client 106 representative (such as a lead marketing devel-
oper) accesses one or more marketing programs 118 present
on multiple social media systems. A developer 114 may log
into the SRM 101 via the user interface 201 by providing
identification details. FIG. 5 1llustrates an exemplary “login™
or user 1dentification screen, which requests developer infor-
mation. The developer 114 may directly log 1n using a
username (or email address) and a password, or through
their social media system credentials.

The marketing programs 118 may already exist, or the
client may create these programs as required. According to
one embodiment, “creation” of a marketing program simply
represents the designation of basic information about a
marketing campaign, such as a name, duration, etc. Once the
required marketing programs 118 are created, upon autho-
rization, the developer 114 adds or activates the marketing
programs 118 on the SRM 101. FIG. 6 1llustrates an exem-
plary marketing program addition screen. Developers may
access their marketing programs to authorize access rights
for the given program. Authorization and addition of the
marketing programs onto the SRM 101 allows the SRM to
publish messages 1n connection with the program, monitor
the program, and extract information about the program as
required. As will be understood and appreciated, according
to one embodiment of the present system, step 402 1n FIG.
4 1s optional, and an ovearching marketing program need not
be created for all message content to be delivered to various
social media systems. For example, a marketer/client/devel-
oper may wish to simply post a singular message not
associated with an overall marketing program to one or more
social media systems. In this case, the message 1s simply
created individually, and 1s not associated with a marketing
program.

Once the desired marketing programs are added, a homep-
age greets the developer 114. FIG. 18 illustrates an exem-
plary SRM system homepage screen 1800. FIG. 21A and
FIG. 21B 1illustrate alternative embodiments of SRM
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homepage screens 2100A and 2100B. From the home
screen, the developer 114 may view multiple 1items such as
published or unpublished messages, flagged responses, mes-
sage calendars, reminders, tasks due, active marketing pro-
grams, or lists of associated developers. In addition, the
developer 114 may perform actions such as create a mes-
sage, change access rights, preview messages, modily
unpublished messages, create graphs, and other such man-
agement specific actions. As will be understood and appre-
ciated, the homepage 1800 acts as a starting point for
managing messages and marketing programs for a client’s
social media system advertising.

At step 404, the user (1.e., developer) creates a message
for use 1n connection with one or more destination market-
ing programs 118 to be eventually displayed on one or more
social media system portals to social media system mem-
bers. To create the message, the developer 114 first to logs
into the user interface 201, and instructs the user interface
201 to display a message creation interface, or a message
modification interface. The message creation interface may
include drop down menus, service buttons, or may require
the developer to type 1n a query or response. FIG. 7
illustrates an exemplary message creation interface screen.
FI1G. 8, FIGS. 10-12, and FIGS. 22-24 show further details
and aspects of a message creation screen. The developer 114
may enter text (block 702), embed a URL (radio button 704),
or add media (radio button 706), such as images, video,
audio, coupons, polls, and others (described 1n greater detail
below 1n connection with FIGS. 19-31). Further, the devel-
oper 114 may select destination marketing programs 118
from a list of active destination programs (radio button 708).
In this way, a developer can select a message to be delivered
in connection with a marketing program that spans many
different social media outlets, all from a singular location.
Further, marketers can post messages directly into the social
media system member profile pages, assuming those mem-
bers have enabled such access to the marketer. Additionally,
marketers can publish messages into the pages associated
with a group or channel, which eventually gets published
into members’ profile pages (e.g., Facebook® “Walls”)
afhiliated with the group or channel. The interface 201 may
also allow developers 114 to alter, modily, or enter new text
depending on the destination social media system 110. I, for
example, one social media system 110 1s more informal than
the others, developers 114 may alter the message content to
create an informal message. Or, for example, 1f a given
social media system has a character limit on the number of
text characters that can be displayed 1n connection with any
one message, the message creation interface 700 may dis-
play a “char left” indicator showing how many characters
the message has left until 1t reaches 1ts limit.

At step 406, the user schedules message delivery (e.g.,
screen shown in FIG. 8). The developer 114 may schedule
delivery at a predetermined time or publish immediately.
Moreover, the scheduler 204 may permit scheduling difler-
ent delivery times for the destination marketing programs
118 or the destination social media systems 110. Alterna-
tively, the scheduler 204 may permit developers 114 to
configure one delivery time to publish the message on the
social media systems. The scheduler 204 may also schedule
repeated delivery of a message 11 desired.

The method proceeds to step 408 where the formatter 206
customizes the message format according to predefined rules
corresponding to the destination social media system 110.
As described previously, social media system 110 messages
may vary based on required standards, such as rules, poli-
cies, and formats. For example, such rules or policies
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include character limits on messages, content requirements,
prohibitions on certain types of multimedia content, format-
ting 1ssues, etc. In addition to these standards, diflerent
social media systems 110 may possess unique characteris-
tics; for instance, users of some systems may be accustomed
to communicate through short, witty, one-liners (e.g., Twit-
ter®), while users of other systems may be comiortable with
longer and fuller messages (e.g., Facebook®), and others
may be familiar with formal or professional messages (e.g.,
Linked In®). In order to publish the most eflective mes-
sages, 1n addition to the required standards, developers 114
may also be aware of these system specific nuances and
characteristics. The formatter 206 aids developers 114 to
publish the most appropriate message for a particular des-
tination social media system 110, by prompting developers
114 to modily messages or by automatically editing mes-
sages according to configured rules. The formatter 206 may,
for 1nstance, prompt the developer 114 to change the mes-
sage tone for a particular destination system 110. Alterna-
tively, the formatter 206 may remove attached media from
a message 1f the destination system 110 does not allow
multimedia messages. Functionality of the formatter 206
will be described 1n detail with reference to FIG. 13.

At step 410, the customized message 1s published on the
selected destination social media systems 1n connection with
the corresponding marketing programs 118 at the scheduled
time. The publisher 208 may utilize one or more publication
techniques, such as interfacing with each social media
systems’ API to publish the message according to the social
media system’s protocols and requirements. Moreover, i1t
will be understood that other message publication methods,
known 1n the art, are not beyond the scope of the present
disclosure.

Finally, at step 412, the importer 214 may monitor the
social media systems for responses to the published mes-
sages. The responses may be extracted and stored in the
database 104 for analysis. FIG. 14 illustrates these monitor-

ing, tracking, and analyzing functions of the SRM 101 1n
detaul.

FIG. 9 illustrates an exemplary method 900 for creating a
message, and FIGS. 7 and 10-12 illustrate exemplary mes-
sage creation screens. At step 902, the mput module 202
determines whether the developer 114 has inserted text. If
yes, the method proceeds to step 904; else, the method
proceeds to step 906. At step 904, while the developer 1s
entering the text or at a later time (such as before publishing,
before scheduling, or immediately after the developer has
finished entering the text), the formatter 206 checks whether
the message 1s compatible with the destination social media
system’s format requirements. If the text adheres to the
desired text format, the method proceeds to step 908, else at
step 910, the formatter 206 prompts the developer 114 to
modily the text in accordance with the format, or automati-
cally modifies the text message according to predefined
rules.

The user interface 201 may have different text boxes for
different social media systems 110 (as shown in FIG. 7).
Alternatively, the user interface 201 may include dropdown
menus or checkboxes for selecting the social media systems
110 for which the developer 114 wishes to modily the
message. Here, when the social media system 110 1s
selected, the user interface 201 may open additional text
boxes for message alteration. In some embodiments, the
developer simply creates a single message for publication on
various social media systems, and the SRM system formats
the message according to predetermined specifications for
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cach social media system’s requirements (i.¢., the developer
does not create separate messages for each social media
system).

At step 908, 11 the developer 114 does not wish to modify
the text message for other destination systems 110, the 5
method proceeds to step 906. Alternatively, 11 the developer
114 wishes to modily the message for a particular social
media system 110, the method 900 proceeds to step 912,
where the user mterface 201 prompts the developer 114 to
insert/modily the text message (as shown i FIG. 7). Next, 10
the formatter 206 checks the text format at step 914. If the
format 1s not correct, the formatter 206 modifies the text at
step 916, else, the method goes back to step 908, where the
developer 114 may be prompted to include text for the next
social media. This process continues until the developer 114 15
has created or modified messages for all desired social
media systems 110.

At step 906, the developer 114 determines whether to
msert a URL. IT yes, the developer 114 simply embeds the
URL, at step 918, as depicted 1in FIG. 10. If not, the method 20
proceeds to step 920, where the developer 114 decides to add
media to the message. FIG. 11 1llustrates user interface 201
that permits the developer to select media from multiple
media options including 1mages, videos, audio, coupons,
forms, banner advertisements, polls, custom media content 25
etc. (as discussed and shown in greater detail below 1n
connection with FIGS. 19-30). Further, a tab, an icon, a
dropdown menu, or any other such graphical tool may
represent the media options. On selecting a particular media
option, the developer 114 may be presented with available 30
media files 1n that category. Moreover, the developer 114
may be allowed to add new files to the selected media by
browsing through files present on the developer’s 114 sys-
tem, server, external drive, or other such system, or by
directly browsing through the Internet 108. Multiple files 35
and multiple media types may be added to the message at
step 922 (again, as described 1n greater detail below).

At step 924, the user/developer proceeds to select desti-
nation marketing programs 118. FIG. 12 1llustrates an exem-
plary program selector screen 1200. As mentioned previ- 40
ously, marketing programs are high-level categorical
delineations used to categorize and group a number of
advertising messages associated with each program. Users
116 may select one or more active destination programs for
publication. Next, the method proceeds to step 926 where 45
the developer 114 seclects between publishing instanta-
neously or at a scheduled time. If the developer decides to
schedule delivery (step 928), the user interface 201 may
allow the developer 114 to set schedule times for the
marketing programs 118 individually. Alternatively, the 50
scheduler 204 may allow the developer to select one sched-
uled time to deliver the message to all destination marketing,
programs 118 (as shown 1n FIG. 15). Once the message 1s
scheduled, the message 1s saved at step 930. If the developer
114 wishes to schedule message delivery to individual 55
destination programs, steps 928-932 are repeated for the
selected marketing programs 118. If the developer 114, on
the other hand, decides to publish instantly (yves path from
step 926), the message 1s published (step 932) and saved
(step 930). As will be understood and appreciated, marketers 60
can post messages directly into the social media system
member profile pages, assuming those members have
enabled such access to the marketer. Additionally, marketers
can publish messages nto the pages associated with a group
or channel, which eventually gets published into members” 65
profile pages (e.g. Facebook® “Walls”) atfliliated with the
group or channel.
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FIG. 13 1s a flowchart illustrating an exemplary method
1300 for customizing a message according to a destination
social media system 110. The formatter 206 may be invoked
at a number of times to customize or format the message. In
some cases, the formatter 206 may be mnvoked at the same
time the message creation/modification interface 1s acti-
vated. In this manner, the formatter 206 may alert the
developer 114 while the text 1s being created, for example,
the formatter 206 may count text characters and alert the
developer 114 when the text characters exceed the limit for
the specific social media system 110. In other cases, the
formatter 206 may be invoked once the message 1s com-
pleted, or before publication. If a message includes a URL
and exceeds the word limit by five characters, instead of
deleting the last five characters of the URL, the formatter
206 may delete the end of the text just before the URL.

At step 1302, the formatter 206 retrieves rules and poli-
cies associated with the selected destination social media
system 110. These rules may include format standards
required by a particular system and flexible best practices.
These factors may be updated at regular periods with
advances 1n technology, social behaviors, and platforms.
Moreover, developers 114 may set their own rules to
improve messages. For example, a developer (or other client
member) may utilize the formatter 206 to create a list of
words or other content that are used to screen message tone
and content before publishing.

At step 1304, the formatter 206 retrieves the message and
subsequently checks 11 the message includes text at step
1306. If yes, the method proceeds to step 1308, where the
formatter 206 determines whether the text 1s compatible
with the defined text rules and standards; else, the method
proceeds to step 1310.

At step 1312 (no path from step 1308), the formatter 206
either prompts the developer 114 to modily the text, or
modifies the text automatically according to predetermined
rules. Once, the text 1s compatible, the method proceeds to
step 1310, where the formatter 206 checks whether the
message 1s a multimedia message. If ves, the formatter 206
checks whether the selected social media system 110 permits
multimedia messages at step 1314. In case the selected
social media system 110 allows multimedia messages, the
method proceeds to check whether another social media
system 110 1s selected for message delivery. If a certain
social media system 110 does not allow multimedia mes-
sages, the formatter 206 removes media from the message
and saves the message at step 1316. As described 1n greater
detail below, 1n some system embodiments, marketers can
post messages containing application media or multimedia
content directly into the social media system member profile
pages, assuming those members have enabled such access to
the marketer, even when a given social media network has
strict policies and protocols for posting such messages.
Additionally, marketers can publish messages into the pages
associated with a group or channel, which eventually gets
published nto members’ profile pages (e.g. Facebook®
“Walls™) athhated with the group or channel. Next, at step
1318, the formatter 206 may create a separate page for the
complete multimedia page and the page’s URL may be
added to the text message. In this manner, developers 114
may display multimedia messages on systems that do not
permit multimedia messages. When a user 116 selects the
embedded link on the destination system 110, the user 116
will be redirected to the complete multimedia message on a
separate page. Users 116 may post comments and responses
to the complete message from the redirected page directly.
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At step 1320, 1f multiple destination systems are selected,
the method returns to step 1302 and the process 1s completed
for the next system 110, else the formatter 206 saves changes
to the message and exits.

FIG. 14 1s a flowchart illustrating an exemplary method
1400 for analyzing message insights according to some
embodiments of the present invention. As described with
relation to FIG. 2, the managing module 102 includes an
importer 214 and moderator 212, which along with the
controller 210 help analyze responses to published mes-
sages. Responses include replies, likes, shares, posts, mes-
sages, emails, clickthroughs to embedded URLs, efc.
Responses may also include information provided by con-
sumers such as content information, preferences, opinions,
and the like along with consumer email addresses, time
when response was sent and other useful analytics. The
SRM 101 analyzes these responses and provides the infor-
mation to marketers to improve their marketing strategies, as
such responses indicate consumer interest 1n various prod-
ucts, relative success of types of marketing strategies or
messages, and other helptul information.

The method begins at step 1402, where the importer
monitors active marketing programs 118. The {first step 1s a
continuous step that loops continuously, unless the importer
1s mstructed to stop monitoring. If the importer 214 detects

any responses at step 1404, the corresponding response
counter 1s incremented at step 1406.

Embedded URLs are shortened using the “Meta Refresh”™
technology that first brings the user 116 on the shortened
URL webpage, and after a short or no interval, the webpage
1s refreshed and the user 116 1s redirected to the original web
page. This redirection through the shortened URL allows the
importer 214 to track any click throughs. When a user 116
clicks on the shortened URL, the user 116 first lands on an
SRM 101 generated URL, where the number of visits can be
recorded. As will be understood and appreciated, embodi-
ments of the present system are not limited solely to use of
the known “Meta Refresh” technology to shorten URLs, and
other such technologies and methods are used in various
embodiments as will occur to one of ordinary skill in the art.

At step 1408, the importer 214 extracts any text responses
from the marketing programs 118 and stores the responses 1n
the database 104 for further analysis. Next, the moderator
212, at step 1410, inspects the stored responses. As
described previously, the moderator 212 may incorporate
multiple message screening word lists (e.g., screenshot FIG.
15), such as abusive language lists, competitor names lists,
etc. At step 1412, 1n case the message text matches with any
word 1n the screening word list, the message 1s flagged.
Moreover, the moderator 212 may check messages for
embedded URLs. The message 1s automatically tlagged 1f
the message includes any URLs. FIG. 16 illustrates an
exemplary moderation screen 1600 depicting flagged mes-
sages.

The moderator 212 may be programmed to take any
suitable action against flagged messages at step 1414. For
example, on selecting any flagged message, such as message
1602, a new screen (FIG. 17) opens that allows the devel-
opers 114 to delete the original message on the marketing
campaign, notify the associated developers 114, store the
message 1n the flagged repository, or a combination of these.

If no detrimental 1ssues were uncovered during the mod-
eration, the message 1s not tlagged, but saved in the database
104 for further analysis at step 1416. Here, messages or
response counter information from the marketing programs
118 may be collected to generate statistical reports, interac-
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tive charts, and drill-down graphs that depict the success or
failure of a message to compel users 116 to respond.

Alternative Exemplary Embodiment

As recited previously 1n this disclosure, embodiments of
the present SRM system 101 include functionality for post-
ing or publishing marketing messages 120 to various social
media systems 110. An additional system embodiment (de-
scribed 1n greater detail below) enables publishing of appli-
cation media to social media systems, either alone or 1n
connection with a marketing message. As mentioned above,
“application media” generally refers to media content with
which a user (e.g., SMS member 116) may interact.
Examples of application media include online quizzes, polls,
clectronic games, and other media types in which a user may
view miformation relating to the application media, provide
information to or interact with the media, and view subse-
quent or additional content in connection with the media.
For example, 1n the case of a poll, a SMS member may view
poll questions, select a particular answer, and view poll
results provided by other members. Further, a user (member)
may provide information in fields displayed within the
application media, such as the user’s contact information,
opinions, preferences, and the like, and such information 1s
collected and stored by an embodiment of the SRM {for
subsequent use. As recited previously, application media
may be contrasted to conventional multimedia content, such
as videos, audio files, static graphic 1mages, and the like,
because such multimedia content does not enable rich inter-
action between the content and an end user (member). It will
be understood and appreciated that some forms of multime-
dia that enable dynamic user interaction may also be clas-
sified as application media.

Conventionally, it has been dificult (or impossible) to
readily publish various forms of application media to social
media systems 110. This 1s generally because most social
media systems incorporate strict protocols and formatting,
requirements that restrict or prevent certain types of content
from being inserted or published to their respective sites.
Embodiments of the present system 101, however, include
functionality that enables application media to be easily
developed, configured, and published to respective social
media systems by overcoming many of the protocols and
formatting requirements present in many social media sys-
tems.

Turning again to the figures, FIG. 19 (represented herein
by FIGS. 19A and 19B), illustrates an exemplary process
1900 for creating application media for inclusion 1n a
marketing message 120 to be displayed to social media
system members 116. As recited below, the actions per-
formed 1n process 1900 are generally performed by an
embodiment of the SRM 101 1n response to receipt of
information from a marketer 106 or developer 114 that
wishes to create application media within a marketing
message. As will be understood and appreciated by those of
ordinary skill in the art, the steps and processes shown 1n
process 1900 are presented for illustrative purposes only,
and are not mtended to limit the scope of the present
disclosure 1n any way.

Beginning at step 1901, an embodiment of the SRM 101
receives mformation from a marketer 106 or developer 114
corresponding to the marketer’s request to create and/or
insert application media mto a marketing message. The
request may come 1n the form of a marketer selecting an
“ADD APPLICATION MEDIA” button 1n a message cre-

ation 1nterface, or by a marketer simply accessing an inter-
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face page that enables creation of application media, or by
some other similar action. At step 1903, an embodiment of
the SRM 101 displays various application media categories
to the marketer (see, e.g., region 2202 1n FIG. 22). As
described previously, the displayed application media cat-
cgories may include customizable quizzes, polls, marketer
coupons, interactive games, or other similar media types.
The application media categories may also include a custom
media category, 1n which a marketer can provide custom-
generated application media to the SRM 101 for inclusion 1n
a marketing message.

At step 1905, the SRM 101 receives selection from the
marketer of a particular application media category or type.
This selection may comprise a marketer “clicking” on an
image of an application media type within a user interface,
or selecting a marketing type from a dropdown menu, or
typing the name of a particular media type, or otherwise
selecting a media type via some other conventional selection
mechanism. Once a selection of a particular application
media category 1s received by the SRM 101, the system
displays pre-stored application media to the marketer (step
1907) (see, e.g., FIGS. 22-24). The pre-stored media may
include previous application media files that were generated
by the marketer 106 or other developers 114 within the
marketer’s organization. The pre-stored media may also
include default media types provided by an embodiment of
the SRM. As will be understood and appreciated, a marketer
or developer may choose to utilize a pre-stored application
media file to streamline the marketing message creation
process and avoid creation of an entirely new application
media file.

Still referring to FIG. 19, at step 1909, the SRM deter-
mines whether the given marketer or developer has selected
pre-stored media for inclusion in a marketing message. I
not, and instead the marketer has indicated a request to
create a new application media file, then the embodiment of
the SRM 1nitiates and runs an application media configura-
tion program for the application media type selected at step
1905 (step 1911). In one embodiment, the application media
configuration program 1s a generic application media tem-
plate that requests certain application-specific information
from a user (marketer) to generate a specific application
media file (described i greater detail below). In one
embodiment, this generic application media template com-
prises a proprietary algorithm with specific instructions and
requests for information for a given application media type.

At step 1913, the SRM receives mformation from the
marketer or developer relating to application media specifics
or preferences. For example, assuming the application media
type 1s a poll, the marketer may provide information corre-
sponding to a question for use 1n the poll, possible answers
for display in the poll that may be selected by SMS mem-
bers, whether the poll will include more than one question,
whether the poll will include dynamic text, an image or
audio file to be displayed during member interaction with
the poll, and various other types of information. After receipt
of this applications-specific information from an advertiser,
the SRM system stores the application media information as
a unique application configuration file 1n a database 104
(step 1915). In one embodiment, the unique application
configuration {ile includes information corresponding to the
unique instance of the application media the marketer has
created. In one embodiment of the present system, the
unique application configuration file 1s stored as an exten-
sible markup language (XML) file, as this type of file 1s
casily usable and manipulable by other subsequent pro-
grams. In other various embodiments, the unique application

5

10

15

20

25

30

35

40

45

50

55

60

65

22

configuration file comprises a hypertext markup language
(HTML) file, or other similar type of file.

Still referring to FIG. 19, at step 1919, the marketer 106
1s prompted by the SRM 101 regarding whether the marketer
wishes to insert the application media mto a marketing
message. Referring previously to step 1909, 1f a marketer
indicated that he or she desired to use pre-stored media (as
opposed to creating a new application media file), then the
SRM retrieves the selected, pre-stored application configu-
ration file (e.g., XML file) that corresponds to the pre-stored
media selected by the marketer, and also proceeds to deci-
sion step 1919. At thus stage, 1f a marketer wishes to msert
the application media (either pre-stored or newly-created)
into a marketing message, then the SRM receives from the
marketer (or retrieves pre-stored) additional message infor-
mation (step 1921) (see, e.g., FIGS. 7-12 and corresponding
discussion regarding message creation). As mentioned
above, this additional message mformation may include a
name for the message, text to be mncluded 1n the message,
expiration dates for the message, a URL to be included with
the message, multimedia to be attached to the message, and
the like. IT a marketer or developer does not wish to insert
the application media into a marketing message at this time,
then process 1900 ends, and the unique application configu-
ration file 1s stored 1n a database 104 for subsequent use.

Assuming a marketer does desire to insert application
media into a marketing message, at step 1923, the SRM
associates the received (or retrieved) additional message
information and the unique application configuration file
with a unique marketing message file in the database 104. In
one embodiment, the marketing message file comprises a
metadata document that includes a collection of information
and 1nstructions that relate together all of the data and
information for a particular marketing message. As will be
understood and appreciated, embodiments of the marketing
message file are not limited to metadata documents, and
other types of files may be used as marketing message files
as will occur to one of ordinary skill in the art. If the
marketer wishes to publish the marketing message at that
time (step 1925), then the SRM provides the unique mar-
keting message file (e.g., metadata document) for the unique
instance of the particular marketing message to respective
social media systems (SMS) for insertion into SMS profile
pages (e.g., Facebook® Walls), accounts, displays, and the
like according to marketing message criteria and specifics.
As described elsewhere herein, to publish the marketing
messages the respective social media systems read the
metadata document (or other marketing message file type)
and execute instructions contained within the marketing
message lile to display the marketing message on their
respective social media platforms.

Reference will now be made to FIG. 32, which illustrates
a process 3200 for displaying application media to SMS
members 116 within a respective SMS page, profile, or
account. It should be noted that although FIG. 32, repre-
sented herein by FIGS. 32A and 32B, 1s the last figure shown
in the present disclosure, 1t will be discussed currently for
case ol reference and to clarity the understanding of the
present system. Starting at step 3201, a marketing message
file (e.g., metadata document) corresponding to a specific
marketing message (including application media informa-
tion) 1s published to a respective SMS 110. Once published,
certain content associated with the marketing message 1s
displayed to SMS members 116 via their respective SMS
profile pages or accounts, or those pages or accounts for
groups or channels for which the SMS members are sub-
scribers.
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One exemplary type of content that 1s displayed to SMS
members 1s a “starter image” or other indicator that enables
a SMS member to launch application media. If a SMS
member clicks or interacts with a starter indicator, the
respective SMS receirves this request as request information 3
indicating a desire to view and/or interact with application
media (step 3203). If such a request 1s received, a universal
resource locator (URL) for an application media container
file 1s loaded to retrieve application media content (step
3205). In one embodiment, the application media container 10
file 1s a Shockwave/Flash file (SWF file), which enables
transmission of various types of content. As will be under-
stood and appreciated however, embodiments of the present
system are not limited to use of SWF files, and various other
files types may be used to accomplish the functions of the 15
present system. In one embodiment, the URL for the appli-
cation media container {ile 1s associated with the marketing
message file, and member 1nteraction with that file causes
loading of the URL.

Still referring to FIG. 32, once loaded, the application 20
media container file retrieves and loads the respective
unique application configuration file (e.g., XML file) for the
associated application media content (step 3207). In one
embodiment, use of an application media container file
enables retrieval and display of application media content to 25
SMS members on SMS platforms that would not otherwise
support such content. At step 3209, the application media
container file 1dentifies the application media type for the
specific requested application media based on media type
information 1icluded 1n the unique application configuration 30
file. This 1dentification causes the SRM to retrieve a sec-
ondary application module file (e.g., another SWF file) for
the 1dentified application media type (step 3211), apply the

unique application configuration file to the retrieved appli-
cation module file (step 3213), and, based on information 1n 35
the unique application configuration {file, transmit informa-
tion 1n the application module file to the respective SMS for
display to SMS members (step 3215). In one embodiment,
the secondary application module file includes specific
instructions and/or information for a given application 40
media type, which enables display of that particular type of
application media to SMS members.

After the application media has been presented or dis-
played to an SMS member via the member’s social media
system profile page, account, or the like, a member may 45
interact with the application media. In one embodiment,
such 1nteraction includes providing information about the
member, such as contact information, opinions, preferences,
or the like. In another embodiment, such interaction includes
clicking various application media features, playing an 50
application media game, and various other types of interac-
tions. If a member interacts with application media (step
3217), then information about that interaction is received at
the respective SMS and 1s transmitted back to the SRM 101
for storage, analysis, and reporting to the marketer 106 (step 55
3219). As described in greater detail elsewhere herein, this
application media interaction information (such as member
contact information, member opinions, etc.) can be used by
marketers to update or improve their marketing programs,
products, and the like. If a SMS member does not interact 60
with the application media (e.g., 1gnores 1t), then process

3200 ends.
As described above in connection with FIGS. 19 and 32,
an embodiment of the present system enables creation and

display of various types ol application media to social media 65
system members. As will be understood and appreciated,
however, such display 1s not limited to application media,
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but may also include conventional multimedia as well. For
example, 11 a marketer 106 wishes to utilize a “custom”
media category, and provides a conventional video or audio
file for use as media to be mserted 1nto a marketing message,
then embodiments of the present system may still use
application media container files to display that content to
SMS members (and thus overcome potential formatting
restrictions inherent in a given social media system).

FIG. 20 1s a sequence diagram illustrating the steps
involved in the interactions between various components of
the system, according to an exemplary embodiment of the
present system. As explained in greater detail below, the
components of the system are the elements involved in the
creation, execution, display and subsequent consumer data
collection (and evaluation of the eflectiveness of a market-
ing program) in connection with a marketing message
containing application media. Starting at step 1, a marketer
114 (or 106) mitiates a marketing campaign by logging on
(see FIG. 5) SRM 101 from a computer or smartphone
device and creating messages containing application media
(see FIGS. 5-12, 21-25 for illustrations, and FIG. 19 for a
detailed tlowchart and discussions) targeted for delivery at a
particular time, location, or demographic to consumers or
members 114 of a social media system 110. At step 2, SRM
system 101 generates a unique application configuration file
from a message 120 created by a marketer 114 and stores 1t
in SRM database 101. In one embodiment, the unique
application configuration file includes information corre-
sponding to the umique instance of the application media a
marketer has created. In one embodiment of the present
system, the unique application configuration file 1s stored as
an extensible markup language (XML) file, as this type of
file 1s easily usable and manipulable by other subsequent
programs and systems. In other embodiments, the unique
application configuration file comprises a hypertext markup
language (HIML) file, or other similar file formats.

At step 3, SRM system 101 associates the unique appli-
cation configuration file with a unique marketing message
file 1n the database 104 and provides this marketing message
file to a respective social media system 110 (e.g., Face-
book®). In one embodiment, the marketing message file
comprises a metadata document that includes a collection of
information and instructions that relate together all of the
data and information for a particular marketing message. At
step 4, the respective social media system reads the metadata
document (or other marketing message file type) and
executes mnstructions contained within the marketing mes-
sage file and caches information in 1ts servers for faster
access and delivery prior to displaying the marketing mes-
sage on their respective social media platforms. At step 5,
the respective social media system publishes the marketing,
message (including accompanying application media or
multimedia content) on the profile page or accounts of
members or consumers who subscribe to a specific group or
channel athliated with the marketer (see FIGS. 26-29 for
exemplary screenshots). Social media system triends of such
a consumer who may not subscribe to this group or channel
are able to view and appreciate such interaction.

At next step 6, consumers initiate interaction (without
having to leave their social media system profile page or
account) with the marketing message containing application
media by clicking on some type of content associated with
the message. One exemplary type of content that i1s dis-
played to SMS members 1s a “starter image” or other
indicator that enables a SMS member to launch application
media. If a SMS member clicks or interacts with a starter
indicator, the respective SMS recerves this request and
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transmits this request at step 7 to SRM 101 by retrieving and
loading a universal resource locator (URL) for an applica-
tion media container file from SRM database. In one
embodiment, the application media container file 1s a Shock-
wave/Flash or “small web format” file (SWF file), which
enables transmission of various types of content. As will be
understood and appreciated however, embodiments of the
present system are not limited to use of SWF files, and
various other files types may be used to accomplish the
functions of the present system.

Still referring to FIG. 20, next, at step 8, the application
media container file retrieves and loads the respective
unique application configuration file (e.g., XML file) that
identifies the associated application media instance. This
identification causes the SRM 101 to retrieve a secondary
application module file (e.g., another SWF file) at step 9 for
the identified application media instance, and apply the
unique application configuration file to the retrieved appli-
cation module file. At step 10, SRM 101 transmits informa-
tion 1n the application module file to the respective SMS for
display to SMS members’ profile pages or accounts. Accord-
ingly, the respective SMS displays this information at step
11, which hence enables members or consumers to interact
with this message at step 12. In one embodiment, such
interaction includes providing information about the mem-
ber, such as contact information, opinions, preferences, or
the like. In another embodiment, such interaction includes
clicking various application media features, playing an
application media game, participating in a poll and various
other types of interactions. If a member interacts with
application media, then information about that interaction 1s
transmitted (at step 13) by the SMS and collected at SRM
101 for storage, analysis, and reporting to the marketer 106
or 114. As will be understood, 11 a SMS member does not
interact with the application media (e.g., ignores it), then no
action 1s taken by the system 1n that case. Eventually at step
14, marketers 106 or 114 can log mm SRM and extract
analytics of the consumers’ iteractions with the marketing
program (see FIGS. 30, 31).

In the following discussion, exemplary screenshots are
shown 1n connection with the developer 114 of a fictitious
company Acme Coflee that 1s promoting a fictitious local
band, The John Benjamin Band, by publishing a message
120 for 1ts consumers 116 on the band’s social media profile
page. In the example screenshots, a fictitious social media
system 110, Eye Text 1s shown.

FIG. 21A and FI1G. 21B 1llustrate exemplary screen views
2100A and 2100B of an embodiment of the SRM 101 that
are visible to a developer 114 for message creation (see
additional FIGS. 9, 13, 19 for detailed flowcharts), message
review summary and analysis purposes. Referring first to
FIG. 21A, the region 2101 shows the name of the company,
next to a field “ACCOUNT™, which in this example 1s Acme
Coflee. In this exemplary interface, there 1s a drop down
menu 2102 which shows the destination marketing program
118, named as “TESTAPP” 1n this example. Next to menu
2102 1s status button 2104 which can be selected to indicate
the view corresponding to the status of the messages 120 that
have been published or, are yet to be published. Tabs 2110
and 2112 are for the purpose of moderating a message 120
(refer to FI1G. 16 for an exploded view) and creating a new
message or post 120 (refer to FIGS. 7, 9 and others for an
exploded view) respectively. Region 2114 can be expanded
to reveal a summary of the post 120 that 1s highlighted in
region 2113.

In FIG. 21B, the region 2114 has been expanded to reveal
a summary of this post for review. This figure reveals a
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summary of an exemplary published message 120, associ-
ated with an exemplary report name “GOOGLE”.
FIG. 22 1llustrates an exemplary message creation screen

2200 for mnserting a video into a message 120. At the top of
the screen 2200, option box (“ADD A LINK/CAPTION™)
2201 enables a marketer to select whether he or she wishes

to provide a web link, or, add a caption to this video (e.g.,
as shown 1n FIG. 10). Region 2202 (“ATTACH MEDIA TO
THIS POST™) displays several 1cons for choosing different
categories of application media or multimedia content, such
as polls, videos, coupons, audio, etc. and even, custom
application media 1mn a format compatible with the social
media network 110. In this example, region 2202 reveals
that an 1con showing a video camera has been highlighted in
the screen 2200, indicating that the application media
selected 1s a video. Region 2203 shown below a “VIDEO”
field displays pre-stored videos available to a developer 114
based on videos stored 1n a marketing program information
database 104. The number six (6) 1s reported next to the
“VIDEQO” field to indicate that there are six (6) pre-stored
videos available for developers 114 of Acme Coflee 1n the
SRM database 104. As shown, these videos are displayed as
thumbnails for selection by a developer or marketer. How-
ever, as will be understood and appreciated, any conven-
tional video display mechanism can be used for region 2203,
such as drop down menus, etc. As shown 1n this example,
“VIDEO 3™ 1s selected 1n region 2203. In the embodiment
shown, when a video 1s selected, 1t 1s displayed 1n region
2214 for preview. As will be understood by a person of
ordinary skill 1n the art, such a preview on a minmiature frame
1s associated with a play/pause button and a volume bar. In
the embodiment shown, the duration of the video 1n region
2214 1s indicated next to a volume bar and there 1s an option
to replay that video as well. IT developer 114 wishes to
upload a new video from developer’s computer or smart-
phone 1nto the SRM database 104, “ADD NEW VIDEO”
button 2207 provides such functionality. On clicking button
2207, a clickable selection box 1s displayed (not shown here)
which allows to browse and choose a video file from a
location i1n the developer’s computer or smartphone.
Because the same message 120 can be scheduled to be
published at different times (see FIG. 8) or different geo-
graphical locations, consumer activity associated with each
such marketing program 1s collected 1n a report for analysis
by the developer 114. As a result, text isertion box 2209
below field “REPORTING NAME” 1s provided for entering
the report name corresponding to message 120.

In FIG. 23, an exemplary screen 2300 i1s shown for
inserting a coupon mto a message 120. As will be under-
stood and appreciated, screen 2300 1s accessible by a mar-
keter or developer 114 by selecting or clicking on a coupon
icon 1n region 2202 in screenview 2300. In this screen,
region 2202 reveals that the icon showing a coupon 1con has
been highlighted, indicating that the application media
selected 1s a coupon. As shown, region 2303 below a
“COUPON” field lists pre-stored coupon files available 1n
database 104 for selection by a marketer 114. In this
exemplary screenview, the number four (4) next to the
“COUPON?” field indicates that there are four (4) pre-stored
coupon files available for developers 114 of Acme Coflee 1n
the SRM database 104. As will be understood, these pre-
stored coupon files may have been created previously by the
marketer or by a system administrator etc. In this example
screen 2300, a pre-stored coupon file 2311 (named “TES-
TCOUP”) 1s shown as having been selected by a marketer
114 that has a potential expiration date of Sep. 28, 2010.
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Preview region 2309 shows the specifics (logos, text, dis-
claimers, etc.) of the selected coupon 2311.

To enable collection of consumer information, and to
allow consumers 116 to participate 1 email marketing
campaigns and other consumer-specific campaigns, text box
2311 (“ENTER EMAIL ADDRESS”) mnside the region 2309
1s provided for consumers 116 to type their email address
and press a “SUBMIT” button. When the “SUBMIT” button
1s pressed by a consumer 116 viewing the coupon in a social
media profile page or account (see FIG. 28 for 1llustration),
the information entered by the consumer 116 i1s stored in
database 104. As mentioned previously, this information 1s
collected by marketers for future marketing purposes, or to
assess and improve the eflectiveness of theirr marketing
programs, or the like. As will be understood and appreciated,
other information such as opinions, preferences, may addi-
tionally be requested and collected.

Still referring to FIG. 23, mstead of mserting a pre-stored
coupon 1n database 104 (and displayed in region 2303), 1f
developer 114 wishes to add a new coupon, button 2307
(“ADD NEW COUPON”) 1s provided to enable such func-
tionality. Although not shown here, clicking on button 2307
causes SRM system 101 to display a screen for coupon
creation. The process for creating a custom coupon 1s very
similar to creating a custom poll, which 1s 1llustrated 1n
FIGS. 25A, 25B, 25C. The process of creating a custom
coupon (an example of application media) oflered by a
marketer for insertion 1n a marketing message, are 1llustrated
in detail with a flowchart 1n FIG. 19 (represented herein by
FIGS. 19A, 19B).

FI1G. 24 illustrates an exemplary screen 2400 for inserting
a poll into a message 120. As will be understood and
appreciated, screen 2400 1s accessible by a marketer or
developer 114 by selecting or clicking on a poll 1con 1n
region 2202 1n screenview 2400. As shown, region 2403 lists
pre-stored poll files available in database 104 for selection
by a marketer 114. As will be understood, these pre-stored
poll files may have been created previously by the marketer
or by a system administrator etc. In this example screen
2400, a pre-stored poll file 2411 “MORELLI_POLL (08/23/
2010)” 1s shown as having been selected by a marketer 114.
The date *“08/23/2010” next to the poll file name 1s a
fictitious date indicating the date when this poll was created.
In this exemplary screenview, the number two (2) 1s reported
next to the “POLL” field to indicate that there are two (2)
pre-stored poll files available for developers 114 of Acme
Cofllee in the SRM database 104. A preview of poll file 2411
asking for consumers’ preferred ice-cream tlavors, 1s shown
in region 2409, adjacent to a “VOTE” button (to be pressed
by a consumer 116 participating in the poll). As will be
understood, preview region 2409 may additionally contain
graphics, logos, text, disclaimers, etc. of a selected poll file.
As described 1n greater detail below, when a consumer views
a displayed poll (via a social media system profile page or
account), selects an answer and clicks the “VOTE” button,
the results of the poll are displayed to the member (see FIGS.
26, 27). Further, this information 1s collected by marketers
for future marketing purposes, or to assess and improve the
cllectiveness of their marketing programs, or the like. As
will be understood and appreciated, other information such
as opinions, preferences, may additionally be requested and
collected. In many circumstances, a marketer wishes to
creates a custom poll for insertion 1n a message. To enable
such a functionality, button 2407 (“ADD NEW POLL”) 1s
provided. Clicking on button 2407 causes the SRM system
101 to display the poll creation screens (see FIGS. 25A,
25B, 25C).
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FIG. 25 illustrates an exemplary screen that enables
creation of a new poll. In a first step 1n poll creation, depicted
in screenview 2300A (shown 1n FIG. 25A), the system 101
asks a developer 114 to associate an 1mage with the poll.
This 1mage 1s a “starter image” or other such indicator that
enables a SMS member or consumer to launch application
media that 1s included 1n a marketing message. A developer
114 has the choice of uploading an 1mage from his or her
computer/smartphone by pressing button 2503 (“UPLOAD
IMAGE”), or, choosing tab button 2505 (“WEB IMAGE”)
for attaching an 1image available 1n the worldwide web. If the
image that the developer wishes to attach to the poll already
exists 1n SRM database 104, the developer can press button
2507 (“EDIT/COPY EXISTING”) to choose such an image
for copying and editing purposes. After the 1image has been
chosen, the 1image appears (not shown here) as an icon 1n the
background of a “PLAY” button 2501. Once an 1mage has
been selected, then the marketer performs a second step in
the poll creation process (e.g. by clicking button 2509).

In a second step of the poll creation process shown 1n
exemplary screenview 25008 (shown 1n FIG. 25B), a devel-
oper 114 can configure the poll that i1s inserted nto a
marketing message. In the example shown, the screen view
2500 displays a first tab—a “QUESTION & ANSWERS”
tab 2522 within an embodiment of the present system. A
second “START VIEW” tab 2521 allows a developer 114 to
view the manner in which this interactive poll will be
mitially displayed to consumers 116. Developers 114 are
able to customize the poll with various visual aesthetics,
such as different fonts, colors, layout styles, background
logos, displays of total vote count etc. “RESULTS VIEW”
tab 2523 further allows developers 114 to customize the
visual aesthetics associated with the results of this interac-
tive poll, as would be visible to a consumer 116, after the
consumer has participated in the poll. As will be understood
and appreciated, such customization for visual aesthetics 1n
connection with a poll 1s optional within embodiments of the
present system.

Still referring to FIG. 25B, a text box 2511 enables a
developer 114 to type a question related to the poll. In
screenview 2500B, the exemplary poll question asked 1s
related to the consumer’s favorite 1ice-cream flavor. In region
2517, a developer 114 enters the possible choices for the
answers 1o the question of this poll. In this example screen-
view, five (5) diflerent flavors of 1ce-cream are listed for the
consumer 116 to choose from. As will be understood and
appreciated, developer 114 can add more flavors to this list
by pressing the “+” 1con, and edit the names of the flavors
or remove them selectively by clicking the “x” 1

X 1con next to
cach tlavor. The region below text box 2511 enables further
customization of this poll. Region 2513 1s for indicating
whether the poll will expire by a certain date. Developer 114
may choose to keep the poll 1n a dynamic state which means
it can be reused by franchises and other subsidiaries, who
may further customize 1t based on their requirements. This
exemplary system aspect enables greater flexibility for mar-
keters in terms of customizing their marketing programs to
suit a particular time of the year, consumer demographic,
geographical location, and other such factors. “BACK”
button 2515 enables the developer 114 to be able to go back
to the previous screen view 2500A. Clicking on button 2519
displays screenview 23500C to preview and save the poll. As
will be understood and appreciated, information selected by
a marketer through screenview 25008 (or similar screens) 1s
associated with a poll file and stored 1n the SRM database
104 for insertion mnto a marketing message on consumers’
social media system pages or accounts. As will be further
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understood, the information entry and customization fields
shown 1 FIG. 25B are provided for exemplary purposes
only, and are not mtended to limit the scope of the present
disclosure 1in any way.

FIG. 25C 1illustrates an exemplary screenview 2500C
where developer 114 can preview the created poll inside
region 2531, name such poll 1n text box 2535, and save the
poll file 1 database 104 by clicking on “SAVE YOUR
POLL” button 2533. In this exemplary screenview, a {ficti-
tious name “MORELLI POLL” 1s chosen for the created
poll file. Once a poll 1s created and saved by a marketer in
SRM database 104, the marketer 1s able to insert that poll
into a marketing message 120 for subsequent publication on
the social media system profile page or account of consum-
ers (see FIG. 26, FIG. 27 for details). As will be understood,
this poll can also be reused for another marketing program
(see FIG. 24).

As described previously, after a poll, video, interactive
coupon, or other application media has been created and/or
selected for insertion 1nto a marketing message, a marketer
or developer can publish that message (along with associ-
ated content) to one or more social media systems. The steps
involved 1n insertion of an application media (e.g. poll,
coupon, games etc.), 1n a marketing message, are 1llustrated
in detail with a flowchart in FIG. 19 (represented herein by
FIGS. 19A, 19B). Consumers or members of social media
systems are also able to selectively choose their social media
system Iriends with whom they would like to share these
messages.

An exemplary screenshot 2600 of a consumer’s social
media profile page displaying an exemplary marketing poll
attached with a message 120 1s shown in FIG. 26. In this
example and as previously recited, hypothetical company
Acme Coflee 1s promoting a local band, “The John Benja-
min Band” by displaying a poll on the band’s social media
profile page (e.g. the band’s “Wall” page of a hypothetical
social media system “Eyetext” Wall). The screenshot dis-
plays customary social media system fields, links to other
pages, logos, etc. There are also additional tabs—“INFO”
tab provides information about the band, “REVIEWS” tab
displays reviews that have been posted by members who
subscribe to this band’s channel on the social media system.
Evetext. Members can also participate in discussions con-
cerning a topic by clicking on the “DISCUSSIONS” and
posting material. As shown, a marketing poll 1s displayed.
As referred to previously, a marketing poll constitutes a type
ol application media, and thus members are able to block
this application by clicking the “BLOCK APP” button.
Additionally, members are also able to suggest this appli-
cation to their social media friends or even add this appli-
cation to their personal profile pages. If a member likes the
postings associated with the band’s profile page, they can
choose to indicate that by clicking on the “LIKE” button.

As shown 1n FIG. 26, the poll displayed 1n region 2601
corresponds to the poll created previously as shown 1n FIG.
25. As will be understood and appreciated, this poll may be
published not only on the friends and fans of this band who
subscribe to this page (e.g. followers or members of the
group or channel associated with this band), but also on the
marketer’s social media profile page, including pages of
consumers or organizations that are afliliated with the mar-
keter (e.g. that subscribe to the marketer’s channel). Mem-
bers who view this published poll will be able to vote 1n this
poll by clicking on the button 2603. The computer-imple-
mented process involved 1n displaying application media to
SMS members within a respective SMS page, profile, or
account, are 1llustrated with a detailed flowchart in FIG. 32.
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Another exemplary screenview 2700 of a poll 1s shown 1n
FIG. 27. As described previously, the screenshot displays
customary social media system {fields, links to other pages,
logos, etc. After a member presses the “VOTE” button 2603
in screenview 2600, region 2601 modifies 1into region 2701
of screenview 2700. As can be understood, the poll dis-
played in region 2701 corresponds to the poll created
previously as shown in FIG. 25. Inside region 2701, the
choice of a consumer 116 1s highlighted and, a text box 2703
appears wherein the consumer 116 can type his or her email
address. As will be understood and appreciated, other infor-
mation such as opinions, preferences, may additionally be
requested and collected. A “SUBMIT” button 2705 1s placed
adjacent to text box 2703 that upon clicking causes the social
media system to transmit the email address (or other con-
sumer-entered information) that gets stored in an embodi-
ment of the present SRM database 104 for collection of
consumer statistics. It will be understood and appreciated
that consumers 116 can participate 1n this poll interactively,
without requiring them to leave their profile page on the
social media system 101. Friends and fans (e.g. other social
media system members connected to a given member) of the
member will be able to view this interaction as well. If a
member doesn’t participate 1n a marketing poll, the screen-
view displays the poll, but, no action 1s taken.

Retferring to FIG. 28 an exemplary screenshot 2800 1s
illustrated with a coupon oflered by the marketer 114
attached to a message 120 and displayed on a social media
profile screen of a consumer 116. As can be understood, the
coupon displayed in region 2801 corresponds to the coupon
created previously (for insertion in a marketing message
120) as shown in FIG. 23. As described previously, the
coupon appears inside region 2801 possibly accompanied by
logos, background images, disclaimers, etc. Additionally,
there 1s a text box 2805 for the consumer 116 to receive
direct marketing oflers 1n his or email inbox, alongside a
“SUBMIT” button 2803 which he clicks to provide his email
to the marketer 114. The computer-implemented steps
involved 1n displaying application media to SMS members
within a respective SMS page, profile, or account, are
illustrated with a detailed flowchart in FIG. 32.

FIG. 29 depicts yet another screenview 2900 of a con-
sumer’s social media profile page, with an attached video to
a message 120 and shown inside the region 2901 of the
screen 2900. As can be understood, the video displayed 1n
region 2901 corresponds to the video created previously as
shown 1n FIG. 22 for insertion 1n a marketing message 120.

Referring now to FIG. 30, another embodiment of a
developer’s or marketer’s summary screen 3000 1s shown.
This screen summarizes the statistics collected from con-
sumers’ activities after they have interacted with a message
published by developer 114. As can be seen 1n region 3021,
status of the posts along with consumer activities associated
with the published posts or messages 120 are displayed. An
exemplary published post having a report name
“TEST_1_TDG” 1s highlighted in region 3021. Although
not shown here explicitly, this exemplary report
“TEST_1_TDG” was generated as a result of interaction of
members of a social media system with a message that
contained a video. Because no actions were taken by a
member ol a social media system when this video was
viewed, number of actions (indicated by button 30135
“ACTIONS”) taken are shown as zero (0). Stmilarly, num-
ber of entries made by consumers to this post as indicated by
button 3017 (“ENTRIES”) are displayed as one (1). Further,
because the given post involved viewing a video, number of
times the given video was viewed/played (indicated by
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button 3019 “PLAYS”) 1s shown to be three (3). A developer
114 has the option to review the consumer statistics as a text
or graphically or via some other statistical data visualization
tool. In screenview 3000, an “ANALYZE” tab 3003 (also
shown previously inside region 2114 in FIG. 21B) 1s
selected that causes the results to be displayed graphically
inside region 3009. Statistics collected from consumers’
interactions with a post are viewable over a time period (e.g.
weekly, daily, hourly, yearly, etc.). Settings for adjusting the
viewing time range are provided by the buttons 3013 and
3011. Although not shown here, a “REVIEW” tab 3001,
located adjacent to an “ANALYZE” tab 3003 displays a
textual summary of the given report, including the name of
the report, the name of the marketing program 118 where it
will be published, and the contents of the message 120. As
can be understood and appreciated, various other consumer
statistics can be collected and combined for display in
various reports, formats or screens. The description of the
embodiments discussed 1s presented for 1llustration purposes
only, and 1s not mtended to limit the disclosure presented
herein.

In many circumstances, a marketer wishes to obtain a
document that details consumer statistics (collected from
members’ or consumers’ interactions with a marketing mes-
sage on a social media system), and that also enables saving
in a computer or smartphone device, and further sharing
with other persons as a printed document or electronically.
Such an exemplary report 3100 1s shown in FIG. 31,
generated from the interactions of a fictitious consumer
(John Doe) to a poll created by the marketer 114, enquiring
the consumer’s preferred ice-cream as shown previously in
FIGS. 24, 25. Report 3100 can be downloaded as a Micro-
solt Word® or Microsolt Excel® document (or other docu-
ment formats) by the developer 114 by clicking a button
3005 (“ENTRY DATA”) in screenview 3000. Clicking but-
ton 3007 also produces report 3100 1n addition to details of
the actions taken by a consumer 116. Report 3100 contains
an exemplary response of the consumer 1 column 3101,
consumer’s email address in column 3103, time when he
responded in column 3105, and also an IP address of the
device where this response was collected from, 1n column
3107 (shown blank in report 3100). As will be understood
and appreciated, the reports shown are exemplary and are
not intended to limit the types of data that can be tracked for
collection of consumer statistics. In addition, various kinds
of reports showing diflerent statistics can be created.

Systems and methods disclosed herein may be imple-
mented in digital electronic circuitry, 1n computer hardware,
firmware, software, or in combinations of them. Apparatus
of the claimed imnvention can be implemented 1n a computer
program product tangibly embodied 1n a machine-readable
storage device for execution by a programmable processor.
Method steps according to the claimed invention can be
performed by a programmable processor executing a pro-
gram ol instructions to perform functions of the claimed
invention by operating based on mput data, and by gener-
ating output data. The claimed invention may be imple-
mented 1n one or several computer programs that are execut-
able 1n a programmable system, which includes at least one
programmable processor coupled to receive data from, and
transmit data to, a storage system, at least one mput device,
and at least one output device, respectively. Computer
programs may be implemented 1n a high-level or object-
oriented programming language, and/or i assembly or
machine code. The language or code can be a compiled or
interpreted language or code. Processors may include gen-
eral and special purpose microprocessors. A processor
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receives 1nstructions and data from memories. Storage
devices suitable for tangibly embodying computer program
instructions and data include forms of non-volatile memory,
including by way of example, semiconductor memory
devices, such as EPROM, EEPROM, and flash memory
devices; magnetic disks such as internal hard disks and
removable disks; magneto-optical disks; and Compact Disk.
Any of the foregoing can be supplemented by or incorpo-
rated 1n ASICs (application-specific integrated circuits).

The foregoing description of the exemplary embodiments
has been presented only for the purposes of illustration and
description and 1s not mtended to be exhaustive or to limait
the disclosure to the precise forms disclosed. Many modi-
fications and vanations are possible 1n light of the above
teaching.

The embodiments were chosen and described 1n order to
explain the principles of the systems and their practical
application to enable others skilled in the art to utilize the
systems and various embodiments and with various modi-
fications as are suited to the particular use contemplated.
Alternative embodiments will become apparent to those
skilled in the art to which the present disclosure pertains
without departing from their spirit and scope. Accordingly,
the scope ol the present inventions 1s defined by the
appended claims rather than the foregoing description and
the exemplary embodiments described therein.

What 1s claimed 1s:
1. A method comprising:
recerving, by a management system for managing inter-
actions with a plurality of social media systems, a
message comprising media content to publish on a
social media system selected from the plurality of
social media systems,
wherein each of the plurality of social media systems
has one or more associated message rules,
wherein the management system 1s configured to man-
age 1nteractions with each of the plurality of social
media systems according to the one or more associ-
ated message rules;
retrieving, by the management system, one or more
message rules adopted by the social media system;
assessing, by the management system, the media content
according to the one or more message rules adopted by
the social media system;
based upon the assessing, determining that the media
content 1s not supported by the social media system,
wherein the media content 1s supported by at least one
of the plurality of social media systems with which the
management system manages interactions;
generating, by the management system, based upon deter-
mining that the media content 1s not supported by the
social media system, a new web page comprising the
media content;
modifying the message, by the management system, by
replacing the media content with a uniform resource
locator (URL) of the new web page comprising the
media content, to obtain a formatted message;
transmitting the formatted message to the social media
system for display to a social media system member;
and
recerving, by the management system, a response from
the social media system corresponding to an interaction
by the social media system member with the formatted
message to select the URL, wherein selection of the
URL results 1n display of the media content on the new
web page.
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2. The method of claim 1, wherein the formatted message
comprises a metadata file including instructions to retrieve
the media content.

3. The method of claim 1, turther comprising: filtering the
response from the social media system corresponding to the
interaction by the social media system member with the
formatted message.

4. The method of claim 3, wherein filtering the response
from the social media system comprises one or more of:
flagging the response, removing content {rom the response,
and removing the response.

5. The method of claim 1, wherein the formatted message
comprises a starter 1mage, wherein the interaction by the
social media system member with the formatted message
comprises interaction with the starter 1mage.

6. The method of claim 1,

wherein to manage interactions with each of the plurality

of social media systems according to the one or more
assoclated message rules, the management system
maintains a relational database comprising a plurality
of linked database tables, wherein at least one database
table selected from the plurality of linked database
tables comprises a first column 1dentifying the plurality
of social media systems, a second column 1dentifying
the one or more associated message rules, and a plu-
rality of rows associating the first column and the
second column for each of the plurality of social media
systems.

7. The method of claim 1, further comprising:

receiving, by the management system, a request from a

marketer to generate the media content via an Internet-
accessible portal operatively coupled to the manage-
ment system; and

generating, by management system, the media content

responsive to receiving the request.

8. The method of claim 1, wherein modifying the message
to obtain the formatted message 1s performed 1n compliance
with a protocol defined by an application programming,
interface (API) of the social media system.

9. The method of claim 1, wherein the response from the
social media system comprises one or more of: imnformation
corresponding to application media views, information cor-
responding to application media clicks, imnformation corre-
sponding to URL clicks, mnformation corresponding to com-
ment posts, social media system member contact
information, and social media system specific responses.

10. The method of claim 1, further comprising;:

generating, by the management system, the message

comprising the media content, wherein generating the
message comprises:

retrieving an application media file corresponding to the

media content, and

retrieving an application configuration file comprising

application media preferences, corresponding to a
umque 1nstance of the application media file.

11. The method of claim 10, wherein the application
configuration file comprises one or more of: extensible
markup language (XML) file and hypertext markup lan-
guage (HTML).

12. The method of claam 10, wherein the application
media file comprises a Shockwave/Flash (SWF) file.

13. The method of claim 10, wherein generating the
message further comprises:

retrieving an application module file comprising instruc-

tions for enabling display of the media content; and
applying the application configuration file to the applica-
tion module file.
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14. The method of claim 13, wherein the instructions of
the application module file for enabling display of the media
content correspond to a specific application media type.

15. The method of claim 13, wherein the application
> module file comprises a Shockwave/Flash (SWF) file.

16. A non-transitory computer-readable storage medium
comprising 1nstructions which, when executed by one or
more hardware processors, cause performance of operations
comprising;
recerving, by a management system for managing inter-
actions with a plurality of social media systems, a
message comprising media content to publish on a
social media system selected from the plurality of
social media systems,
wherein each of the plurality of social media systems
has one or more associated message rules,
wherein the management system 1s configured to man-
age 1nteractions with each of the plurality of social
media systems according to one or more associated
message rules;
retrieving, by the management system, one or more
message rules adopted by the social media system,

assessing, by the management system, the media content
according to the one or more message rules adopted by
the social media system;

based upon the assessing, determining that the media

content 1s not supported by the social media system,
wherein the media content 1s supported by at least one
of the plurality of social media system with which the
management system manages interactions;

generating, by the management system, based upon deter-

mining that the media content 1s not supported by the
social media system, a new web page comprising the
media content;
moditying the message, by the management system, by
replacing the media content with a uniform resource
locator (URL) of the new web page comprising the
media content, to obtain a formatted message;

transmitting the formatted message to the social media
system for display to a social media system member;
and

receiving, by the management system, a response from

the social media system corresponding to an interaction
by the social media system member with the formatted
message to select the URL, wherein selection of the
URL results 1n display of the media content on the new
web page.

17. The medium of claim 16, wherein the operations
50 further comprise:
generating, by the management system, the message

comprising the media content, wherein

generating the message comprises:

retrieving an application media file corresponding to

the media content, and;

retrieving an application configuration file comprising

application media preferences, corresponding to a
unique 1nstance of the application media file.

18. The medium of claam 17, wherein the application

60 configuration file comprises one or more of: application

media type, application media format, application media

specifics, expiration date, graphics, audio information, SMS
member capabilities, and information retrieval fields.

19. The medium of claam 17, wherein the application

65 configuration file comprises one or more of: extensible

markup language (XML) and hypertext markup language
(HITML).
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20. The medium of claim 17, wherein the operations
turther comprise storing the application configuration file 1n
a database maintamned by the management system, for
subsequent use by the management system.

21. The medium of claim 16,

wherein to manage interactions with each of the plurality

of social media systems according to the one or more
associated message rules, the management system
maintains a relational database comprising a plurality
of linked database tables, wherein at least one database
table selected from the plurality of linked database
tables comprises a first column 1dentifying the plurality
of social media systems, a second column 1dentifying
the one or more associated message rules, and a plu-

rality of rows associating the first column and the
second column for each of the plurality of social media
systems.

22. The medium of claim 16, wherein the media content
comprises pre-stored application media retrieved from a
database maintained by the management system.

23. The medium of claim 16, wherein the message com-
prising media content comprises one or more of:

(a) a social media system identifier associated with the

social media system,

(b) date information corresponding to one or more display
dates for publishing the message on the social media
system,

(c) a message 1dentidier,

(d) time 1iformation corresponding to a specific time for
publishing the message on the social media system,

(¢) a developer identifier corresponding to a specilic
developer that generated the media content, and

(1) a schedule for repeat displays of the message infor-
mation.

24. The medium of claim 16, wherein the message com-
prises a metadata file including instructions to retrieve the
media content.

25. The medium of claim 16, wherein modifying the
message to obtain the formatted message 1s performed in
compliance with a protocol defined by an application pro-
gramming 1nterface (API) of the social media system.

26. A system comprising;:

a management system for managing interactions with a

plurality of social media systems,
wherein each of the plurality of social media systems
has one or more associated message rules,
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wherein the management system 1s configured to man-
age 1nteractions with each of the plurality of social
media systems according to the one or more associ-
ated message rules; and
a database maintained by the management system for
storing management system content,
wherein the management system 1s configured to execute
instructions causing performance of operations com-

prising:

receiving a message comprising media content to publish
on a social media system selected from the plurality of
social media systems,

retrieving one or more message rules adopted by the
social media system, assessing the media content
according to the one or more message rules adopted by
the social media system,

based upon the assessing, determining that the media
content 1s not supported by the social media system,
wherein the media content 1s supported by at least one
of the plurality of social media systems with which the
management system manages interactions,

generating, based upon determiming that the media con-
tent 1s not supported by the social media system, a new
web page comprising the media content,

moditying the message by replacing the media content
with a uniform resource locator (URL) of the new web
page comprising the media content, to obtain a format-
ted message,

transmitting the formatted message to the social media
system for display to a social media system member,
and

receiving a response from the social media system cor-
responding to an interaction by the social media system
member with the formatted message to select the URL,
wherein selection of the URL results 1n display of the
media content on the new web page.

27. The system of claim 26,

wherein the database 1s a relational database comprising
a plurality of linked database tables wherein at least one
database table selected from the plurality of linked
database tables comprises a first column 1dentifying the
plurality of social media systems, a second column
identifying the one or more associated message rules,
and a plurality of rows associating the first column and
the second column for each of the plurality of social
media systems.
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